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センサリー・ブランディングにおける
フレグランス訴求の戦略的枠組み












Strategic Framework for Sensory Branding: the Pursuit of Fragrance
Yukiyo IKEDA＊
The objective of this study is to clarify how the company can take the strategic approach to 
obtain the brand loyalty of customer in the commoditizing market. In order to do that, this study 
focuses on the prior research of de-commoditizing strategy, especially “Sensory Branding Theory”, 
which attracts the attention of marketers. To take an example for the discussion, this article picks up 
the fabric softener market which is rapidly commoditizing and where a variety of similar brands are 
competing in the market. Specifically, the focus is on the brands pursuing the sense of smell, which 
is one of the five sensory organs of humans, and being supported by the customer. Also, this article 
provides the insight for the benefits of functionality and sensibility of using these fabric softeners to 
the customer. In accordance with the discussion, the author presents the findings of sensory pursuits 
in the strategic perspective.
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図１　４つの市場参入戦略
（出所：恩蔵，2007をもとに作成）
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表１　「出現頻度が高いと判定されたキーワード」上位20位
順位 キーワード 出現頻度 出現頻度率 
1 香り 259 30.9％
2 商品 84 10.0％
3 良い 61 7.3％
4 衣類 41 4.9％
5 匂い 41 4.9％
6 ボトル 28 3.3％
7 香水 27 3.2％
8 洗剤 22 2.6％
9 種類 19 2.3％
10 パッケージ 15 1.8％
11 価格 11 1.3％
12 好み 11 1.3％
13 サイズ 11 1.3％
14 量 10 1.2％
15 タオル 8 1.0％
16 汗 8 1.0％
17 気分 8 1.0％
18 子供 8 1.0％
19 防臭 7 0.8％
20 効果 7 0.8％
　　　　　　　　　　　　　　　（出所：著者作成）
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合計 / 人数 年代 
タイプ 20代 30代 40代 50代 60代 総計 
Ⅰ 1 3 1 5 
Ⅱ 3 1 4 
Ⅲ 7 3 1 11 
Ⅳ 1 1
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